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ABSTRACT
Everyday, publishers release new games into the market. However, unacceptable market pricing has affected
revenue of publishers. Therefore, this study focuses on how to assess customers preferred price instead of
publishers accessed pricing based on cost analysis. When it comes to package goods (RPG, Simulation,
Platform games), customers average preferred price is within 30,000won($27 USD) range and average
preferred online game subscription fee (monthly) is within 20,000won($18 USD). It comes down to a question
that there is a significant effect pricing differences in platforms and genre of the game.
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